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Modern and contemporary scholars have done plenty of research in the 
comparisons between Chinese and western culture; the research involve fields like 
linguistics, psychology and sociology etc., and advertising is an essentialcarrier of 
culture, which reflects the thinking pattern and valuesystem.In the past cross-cultural 
research for advertising, both Chinese and Americanresearchers tend to do content 
analyses, which involve the steps of sampling, coding and data analyses. Such 
analyseshaveoffered significant assistance to our understanding of Sino-American 
advertising, especially in the background of transnational enterprises seeking for 
chances of cross-cultural communication, but it lacks in searching the underlying 
reasons in the dimension of national culture, and it also omitsthe quest for different 
thought in Chinese and American audience. 
This study sampled 528 pieces of TV commercials broadcasted in China and 
America in February and March 2009, and made adiscussionon the differences of both 
contents and forms between Sino-American advertising by means of interviews with 
Chinese and American students. On the basis of interviews, this study made ananalyze 
in dimensions of the culture, psychology and linguistics, and examine the underlying 
non-cultural elements. 
This study employs Reader Response Approach to probe into the differences of 
Sino-America advertising on the aspects of culture and psychology from the view of 
watchers; it also casts light on international communication for transnational 
corporations, and offers new viewpoints in the field of advertising to comprehend 
commercials under different cultures. 
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提倡采用读者反应诠释的方法来解决内容分析的不足（见：Zhou and Belk, 2004; 
[17]



























第二章 2 文献回顾 
5 
 
每场访谈的时间都很长（通常 2 小时），仍然需要 19 个受访者参与才完成了访谈。
由于每场访谈都由不同的受访者参与，部分解决了“读者”诠释代表性的缺陷。 
文化并非一成不变，而是不断地被重新创造。最近二十年来全球化的结果，文
化差异不再像 Hofstede 在 1980 年初所描绘得那样泾渭分明，[19]事实上，在行为层
面表现出来的文化差异现在已变得模糊和细微，我们需要更多的时间和耐心去将
它们挖掘出来(Craig & Douglas, 2006)。[20]在中国，Cheng（1997）分析了 483 个中
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